Issue addressed: Exposure to advertising for unhealthy food, alcohol and gambling has been shown to influence children and adolescents' behaviours and attitudes. This exploratory study aimed to assess the volume and type of unhealthy bus shelter advertisements near schools in five local government areas in Perth, Western Australia and to monitor whether the volume of unhealthy advertisements varied seasonally.
sight line of a primary or secondary school, except where the school is in the vicinity of a club, pub or bottle shop. 3 However, this guideline has been breached in Western Australia. 4 There are no Codes that restrict the placement of gambling or junk food outdoor advertisements.
In 2015-16, 26,964 Western Australian students travelled to school via public transport every day. 5 Consequently, thousands of young people are regularly exposed to bus shelter advertisements.
The brands and messages promoted on bus shelter advertisements can impact on children's health outcomes. 6, 7 Exposure to outdoor advertising for unhealthy food and sugary drinks has been positively associated with an increased likelihood of obesity, 6 and exposure to outdoor alcohol marketing near schools has been associated with intentions to consume alcohol among young people. 7 Previous Australian research examining advertising on public transit stops has identified that a high volume of advertisements promote unhealthy products. [8] [9] [10] An audit of train station advertisements in Sydney during summer and winter found snack foods and sugar-sweetened beverages were the most frequently advertised products, regardless of season. 8 An audit of bus shelter advertisements in Perth found nearly a quarter were for alcohol products. 10 Research investigating unhealthy advertising on public transit stops around schools is limited.
One study which examined outdoor advertisements around primary schools in NSW found soft drinks and alcoholic beverages were the food products most commonly advertised. 9 There have been no studies examining the extent of gambling advertising on public transit stops near schools.
Excessive alcohol consumption and obesity are among the leading modifiable risk factors in Australia for developing a chronic disease. 11 Gambling is increasingly being recognised as a public health issue in Australia. 12 The World Health Organization (WHO) has recommended the introduction of regulatory policies regarding the marketing of alcohol, food and beverages to reduce young people's exposure to unhealthy advertising. 13, 14 As of 2014-15, 64.3% of Australian adults and 27.4% of Australian children aged 5-17 years were overweight or obese. 15 Previous studies have reported an increased risk for children who are overweight or obese to be overweight or obese in adulthood. 16 There is strong evidence to suggest that exposure to advertisements for unhealthy food and sugar-sweetened beverages during childhood can influence a child's dietary preferences and behaviours. 17 The Australian Government's alcohol guidelines recommend people do not consume alcohol prior to 18 years of age to reduce negative health risks, 18 and Western Australian laws prohibit underage people buying or being supplied alcohol by anyone who is not their guardian. However, young people often begin consuming alcohol during adolescence. 19 Almost half of Australian secondary school students report consuming alcohol in the past 12 months. 20 Drinking during adolescence can impact on the developing brain and has been linked to an increased risk of alcohol dependence later in life. 18 There is now strong evidence indicating that exposure to alcohol advertising influences young people's beliefs and attitudes about drinking and increases the likelihood that adolescents will start to use alcohol or will drink more if they are already using alcohol. 21, 22 Australians lose more money per capita gambling each year than any other nation, losing an average of $1241 each. 23, 24 Estimates of under-age participation in gambling in Australia vary from 50% to 80% of young people. 25, 26 A study conducted in South Australia found 1 in 20 adolescents had tried gambling through an app on their smartphone. 27 Previous studies have identified gambling during adolescence as a risk factor for problem gambling in adulthood. 28 Exposure to gambling advertisements has been found to encourage youths to try gambling. 29 Furthermore, adolescents who are exposed to gambling advertising are more likely to view gambling in a positive manner, perceiving it as an easy way to become wealthy. 29 Studies have shown that problem gambling in young people can be associated with risky behaviour and negative health and social consequences such as substance abuse, mental health problems and changes to relationships. 26 On the basis of the evidence reviewed above, the authors consider the promotion of unhealthy food and non-alcoholic beverages, alcohol, and gambling to be unhealthy advertising. This exploratory study aimed to assess the volume and type of unhealthy bus shelter advertisements near kindergartens, primary and secondary schools in five local government areas in Perth, Western Australia. The study also measured whether the volume of unhealthy advertisements varied through the year, as seasonality and timing strategies are factors considered in the placement of advertising campaigns. sodium, but which contained some nutritional benefits were classified as moderate. Food and non-alcoholic beverages that were low in saturated fat, sugar and sodium were classified as healthy. Products within this category were considered the healthiest choices because they contained valuable nutrients and represented one or more of the five food groups. If a company, rather than a specific product, was promoted on a bus shelter, then their range of food and/or beverage items was assessed and the category (healthy, moderate, or unhealthy) in which 50% or more of the products belonged to was the classification used for the advertisement. Advertisements which were not in the food, non-alcoholic beverage, alcohol, or gambling categories were classified as "other." For the purpose of this study, 'other' categories will not be discussed.
All alcohol and gambling products were classified as being 
| RESULTS
A total of 293 bus shelter advertisements were identified across the four audits. Table 1 details the frequency of unhealthy, moderate, healthy and other advertisements in each audit. classified as being moderate, and one advertisement was categorised as healthy. Forty-four advertisements were categorised as other.
In audit 4, 72 bus shelter advertisements were recorded (two bus shelters displayed only one advertisement), 28 (38.9%) of which were marketing unhealthy products (16 food, 4 non-alcoholic beverage, 2 alcohol and 6 gambling). Five advertisements were categorised as being moderate. There was one healthy advertisement recorded during the fourth audit.
Thirty-eight advertisements were categorised as other.
A detailed list of unhealthy advertisements recorded in the audits is listed in Table 3 . Unhealthy food advertised included fast food chains, ice-cream and confectionery; non-alcoholic beverages advertised included sports drinks and flavoured milk; alcohol advertised included beer, wine and pre-mixed spirits; and gambling products advertised included a casino, general lottery draws and lottery scratch cards.
Overall, of the 293 advertisements viewed over the course of the four audits, almost a third (31.4%) were promoting products which were categorised as unhealthy. Food represented the largest proportion of unhealthy advertisements, accounting for 56.5% of all advertisements in the unhealthy category. Products classified as being moderate represented 3.1% of total advertisements. Less than one per cent of advertisements (0.7%) promoted a healthy product.
According to the Fisher's exact test, there was no significant variation in the volume of unhealthy advertising by season (P = 0.179).
| DISCUSSION
The results from this study indicate that unhealthy bus shelter advertising near schools is prevalent, particularly unhealthy food advertising. Given the evidence that advertising impacts on young people's behaviours, and the rates of childhood overweight and obesity, alcohol consumption among adolescents and under-age participation in gambling in Australia, this finding is of cause for concern. 6, 7, 17, 21, 22, 29 Over half of all advertisements in the unhealthy category were for unhealthy food products. The WHO has a set of recommendations on the marketing of foods and non-alcoholic beverages to children. 14 34, 35 However, given the harms associated with alcohol consumption among young people, 19 the placement of any alcohol advertising near schools is inconsistent with policy recommendations from leading health and medical organisations. 13 One in five of the unhealthy advertisements were for gambling.
The vast majority of these were for Lottery products. Under the Lotteries Commission Act 1990, people aged 16 years and above are allowed to purchase lottery tickets in Western Australia. Lottery gambling can be addictive for young people. 36 In one study, almost half of adolescents thought that playing the lottery was a good idea and 21% of participants believed that they would win a large amount of money playing the lottery. 37 One bus shelter advertisement was for the casino. There was a noticeable absence of advertisements for sports betting companies, which has been a rapidly growing gambling market in recent years. 24 Given that the Australian Government has recently announced that they will ban gambling companies from advertising during live sports events before 8.30 pm, future research should investigate whether the gambling industry turns to alternate forms of advertising, such as bus shelters, to reach audiences.
A lack of consistency of policy, the absence of legislation and lack of government regulation makes outdoor advertising an enticing avenue for unhealthy industries to reach children.
With the placement of junk food and gambling advertising not included in the OMA Code of Ethics, and evidence that the one OMA guideline on the placement of alcohol advertisements near schools has been breached, stricter regulation of unhealthy advertising is needed to prevent advertisements being placed where children and young people could be exposed.
There are precedents for tighter regulation of advertising on state-controlled public transport facilities. In 2015, the Australian Capital Territory banned junk food, alcohol and gambling advertisements on their buses. 38 From 2017, South Australia will ban alcohol advertising on buses, trains and trams, 39 and the Western Australian Government has committed to remove alcohol advertising from public buses, trains and bus stops. 40 However, these state-based restrictions largely apply to public transport vehicles. Given the amount of unhealthy advertisements on public transit stops, any restrictions on unhealthy food, alcohol and gambling public transport advertising should include transit stops.
Of the 293 advertisements recorded in the four audits, 64.8%
were for products and services categorised as other. These advertisements and the two healthy advertisements recorded during the audit highlight the potential for alternative advertising to take the place of unhealthy promotions. Promotion of public health education campaigns could be a suitable alternative to unhealthy promotions.
| CONCLUSION
The findings from this study indicate that unhealthy bus shelter advertising near schools is prevalent in Perth, Western Australia.
Young people are frequent users of public transport and need to be protected from the influence of unhealthy industries. As this is the first study to include an analysis of gambling advertising, future audits of bus shelter advertising in Perth should utilise the methods of this exploratory study and apply it to a larger number of local government areas. Future policies regarding outdoor advertising should support the promotion of healthy and "other" products near schools to reduce children's exposure to unhealthy marketing. The results of this study add to a growing body of evidence that stricter regulation of outdoor advertising is required.
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